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ACORN 4402, 4414 
Acquiescence 4260 


Acquisition 
behaviour 4282 
data 4405 
patterns 4397 
Activity, interest and opinion data 4323 
Adhesive bandage strips 4346 
Adoption 4396 
phenomenon 4396 
Adtel 9, 4385 
consumer panel 4387 
Advertisements 
attraction, effects of 4359 
feeling 4353 
informative 4355 
newspaper 4372 
press 4353 
responses to 4270 
sex roles in 4347 
testing 4350 
tests 4271 
thinking 3 4353 
TV 4354 
Advertising 4377 
agencies 4421 
Association/IPA surveys 4342 
attitudes to 4342 
awareness 4357 
corporate 4390 
corrective 4345 
drink and drive 4383 
effect 4387 
effectiveness 4379 
effects of 4359 
in France 4377 
Magazine 4379 
material 4402 
message structure 4356 
mood 4387 
music in 4389 
new product 4352 
newspaper 4395 
planning 4421 
radio 4348 
regulation 4346 
remedial 4345 
research 4344 
response theories 4384 
role of 4386 
sales relationship 4388 


sex in 4342 
stereotypes 4342 
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Advertising (continued) 
subliminal 4343 
testing of 4386 
travel 4379 
wearout 4357 
AGB 4405 
Home Audit 4371, 4405 
Ageing 4313 
AID segmentation analyses 4431 
Aided recall 4362 
Air conditioner 4397 
Alternative-limiting beliefs 4310 
Ambiguous questions 4261 
‘America Illustrated' 4265 
Analgesic study 4436 
Analysis of variance 4273, 4263, €338, 4395 
ANOVA 4406 
Answers 4270 
Anti-social aggression 4334 
Apple juice study 4395 
Appliance 
brand attitudes 4304 
use 4406 
Appreciation index 4361 
Article Number Association data package 4394 
Asia 
life cycle study in 4327 
market research in 4427 
Asian culture 4426 
Asymmetrically dominated alternatives 4290 
Attentional processes 4306 
Attitude 
awareness 4390 
behaviour relationship 4324 
centrality 4297 
change 4305 
measurement 4297 
organisation 4297 
polls 4392 
Attitudes/behaviour 4330 
Attitudinal 
predictions 4304 
reactions to TV commercials 4351 
Attraction effects of ads 4359 
Attribute 
based processing 4307 
judgements 4299 
processing codes 4289 
Attributes 4288 
Attribution theory 4330 
Audience 
classification information 4364 
research 4366 
Australia, durable goods study in 4397 
Automobile, see also Cars 
driving 4400 
study 4293 
tyre 4435 





Subject Abstract No 


Automobiles 4333, 4338 
Auxiliary information 4277 
Average 
issue audience 4372 
issue readership 4367 
Awareness 4434 


Back-checking 4257 
Bakery products 4433 
Bandwagon effect 4392 
Bank services 4403 
4298 
4360 
Bath additive study 4262 
Bayes' formula 4248, 4277 
BBC 4365 
Beer study 4290, 4295, 4338, 4436 
Behaviour scan technology 4350 
Belgium, poster research in 4380 
Belief discrepancy 4305 
Beliefs 4310 
Bench-mark positioning test 4386 
Benefit segmentation 4319 
Beta binomial distribution 4382 
Bettman-Park verbal protocol scheme 4289 
Biomedical research 4302 
Biscuit study 4262 
Blood donor market 4407 
BMDP package 4280 
Brain 
hemisphere 4353 
wave analyses 4344 
Branching 4264 
Brand 
based processing 4307 
choice 4304, 4310, 4314, 4316 
distinction 4338 
identification 4353 
interest 4352 
loyalty 4319, 4387 
new 4410 
preference change 4358 
preferences 4351, 4358 
processing 4289 
purchase 4316, 4358 
recall 4354 
registration 4357 
selection 4434 
switching 4308, 4387 
Brands, new 4293, 4436 
Bread study 4282, 4305 
Brewing industry 4411 
British Rail 4398 
Broadcasting research, See also TV audience research 4365 
Bruzzone Research Company 4355 
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Bufferin 
Bus 

ridership 

study 
Business/society role 
Businessman readership research 
Buying behaviour 


Canonical 
analysis 
correlation 
Car, See also Automobiles 
pooling behaviour 
study 
Caribbean, research in 
Carry-over effects 
Case-history information 
Census variables 
Central 
attitudes 
location 
Centre for Political Studies 
Cereal study 
Challenge of change 
Channel 4 
Charity market 


Check list questioning 
Children, consumption study among 
Chinese culture 
Choice 
alternatives 
behaviour 
brand 


consumer 

dynamics 

model 

patterns 

probability data 

processes 

segments 

set 

strategy 

tasks 
Cinema audiences 
Classification 

of the elderly 

scheme 
Closed user groups 
Clothes dryer 
Cluster analyses 
Coder reliability 
Coders' ratings 
Coding 

frame 

scheme 


4269, 


4290, 


4270, 


Abstract No 


4292, 


4282, 


4289, 


4367, 


4270, 


4271, 


4345 


4400 
4401 
4419 
4376 
4358 


4385 
4362 
4364 


4284 
4299 


4340 
4290 
4425 
4293 
4300 
4336 


4297 
4357 
4331 
4388 
4419 
4366 
4407 
4262 
4333 
4327 


4291 

4389 

4304 

4306 

4315 
4293 
4294 
4283 
4307 
4282 
4312 
4303 
4307 
4363 
4414 
4336 
4271 
4391 
4397 
4336 
4259 
4302 
4289 
4271 
4289 





Subject 


Coffee 

commercials 
Cognitive 

organisation 

processing 

response 

structure 
col 
Coincidental research 
Colour 

Magazines 

TV 
Commitment 
Communication effects 
Comparative message appeals 
Complex issues 
Complexity 
Compound dirichlet multinomial distribution model 
Comprehension 
Computer 

aided coding 

interviewing 

software 

technology 
Computerisation 
Computing in market research 
Concentration of purchases measure 
Concept-evaluation method 
Conditioning approach 
Conjoint analysis 
Conspicuousness 
Construction 
Consumer 

acquisition 

behaviour 

beliefs 

categorization processes 

choice 

decision making 

decision-process model 

information processing 

judgements 

panels 

perceptions 

preference 

purchase response behaviour 

response 

search behaviour 
Consumerism 
Consumers' risk perceptions 
Consumption 

behaviour 

symbolism 

time 
Context effect 
Continuous readership survey 


4301, 


Abstract No 


4305, 


4338 
4357 


4306 
4356 
4356 
4305 
4383 
4362 


4373 
4397 
4253 
4305 
4436 
4302 
4338 
4378 
4302 


4271 
4314 
4433 
4267 
4419 
4268 
4396 
4288 
4389 
4398 
4338 
4298 
4291 
4397 
4432 
4345 
4294 
4308 
4312 
4293 
4314 
4300 
4394 
4437 
4408 
4385 
4434 
4308 
4377 
4435 
4273 
4273 
4333 
4313 
4260 
4374 





Subject 


Convenience 
consumption 
foods 
Cooking 
Coop advertisement 
Copland formulae 
Copy 
test attitude scales 
testing 
Corporate 
advertising 
image research 
Corrective advertising 
Cost 
benefit models 
Coupon 
delivery methods 
study 
Covariance techniques 
Crocodillo launch 
Cross 
national research 
regional data 
validation 
Cuing effect 
Cultural 
change 
effects 
Current Population Survey 
CWS 


Data 
collection 
format 
mechanisation 
processing 
reduction 
Day-after recall 
Decision 
behaviour 
making 4282, 4303, 


making unit 

plan net 

theory models 
Demographic characteristics 
Deodorant study 
Department of Education & Science 
Detergent 

data 

study 
Developing countries, research in 
Diaries 
Diary 

board 

data 
Difficult task environment 
Direct 

mail 

ratio strategy 


4306, 


4273, 


Abstract No 


4316, 
433 


’ 


4362, 


4326 
4326 
4405 
4271 
4380 


4351 
4358 


4390 
4411 
4345 
4251 
4308 


4401 
4350 
4395 
4410 


4428 
4295 
4322 
4306 


4329 
4426 
4287 
4267 


4268 
4268 
4269 
4268 
4270 
4353 


4314 
4317 
4389 
4255 
4315 
4308 
4351 
4317 
4335 


4311 
4262 
4425 
4364 


4337 
4387 
4303 


4401 
4317 
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Discrepancy effects 4305 
Discriminant 

analysis 4279, 4280, 4281, 4299, 4303 

function analysis 4278 

models 4292 
Dishwashers 4397, 4405 
Distribution costs 4394 
Doctor study 4262 
Dominance 4290 
Don't knows 4258, 4331 
Door hanger delivery 4401 
Double 

audience accumulation model 4380 

questions 4261 
Drinking and driving advertising campaign 4383 
Drinks study 4294 
Drive scale 4334 
Drug, legal, use 4332 
Duplication 4375 
Durables 4326, 4397, 4405 


Early adopters 4410 
Educated American women 4329, 4330 
Elasticity of demand 4398 
Elderly 4408 
classification of 4336 
Election study 4324 
Electricity 4405 
Council 4405 
pricing experiment 4406 
Electronic scanner technology 4349 
Energy 
conservation 4325 
consumption 4406 
use 4405 
Entertainment 4363 
Environment 4394 
Equal allocation sampling 4247 
Error 4351 
factors 4378 
rates 4281 
sampling 4246 
standard 4247 
Estimation 4274 
Ethical issues 4302 
Europe, multi-country studies in 4423 
Excedrin 4345 
Exhaustive snowballing 4255 
Expectation-maximisation algorithm 4276 
Exposure distribution models 4378 
Extended creativity groups 4393 
External search 4310 
Extreme value model 4291 


Face-to-face interviews 4261 
Factor analysis 4334 
Falsification of survey data 4265 





Subject 


Family 
Circle 
decision making 
expenditure survey 
unit 
Famiy life cycle 
Far East culture 
Fast food services 
Fear of success studies 
Feedback 
Fieldwork quality control 
Film study 
Filter questions 
Filters 
Financial mail 
Focus groups 
Follow-up studies 
Food 
consumption survey 
processor 
retailing 
study 
Football League 
Forecasting techniques 
France 
advertising in 
made-in labels 
multi-country studies in 
picture scaling research in 
Freezer study 
Frequency 
data 
questions 
Fridge/freezers 
Frozen pie shells 
Future, mapping of 


Garlic powder 
Gender effect 
Gendering brands 
General social survey 
Geodemographic media selection 
German national readership survey 
Germany 
made-in labels 
readership research in 
Ginzberg/Yohalem study 
Goodyear tyres 
Graphics 
Greetings cards 
Grey benefit chain 
Groceries 
Grocery 
industry 
shopping patterns 
store prices 
Group 
decision making 
discussion 
size 


4280, 


4367, 


Abstract No 


4372, 


4320 
4337 
4405 
4327 
4327 
4426 
4363 
4259 
4253 
4257 
4290 
4263 
4367 
4402 
4339 
4259 


4273 
4397 
4396 
4396 
4409 
4296 


4377 
4431 
4424 
4334 
4397 


4382 
4367 
4325 
4395 
4296 


4317 
4250 
4347 
4258 
4381 
4376 


4431 
4376 
4330 
4270 
4266 
4402 
4294 
4396 
4394 
4394 
4350 
4318 


4337 
4256 
4339 





Subject 


Groups 
Guttman scalogram 


Hall tests 


care market 
study 
Heating 
Heavy readers 
Hi-fi stereo 
Hierarchy of effects 
High readers per copy 
Hofmans-geometric distribution model 
Home 
appliances 
purchasing decision 
Hospital survey 
Hot water usage 
House 
effects 
preference study 
study 
Household 
activity travel simulator 
behaviour 
Houses 
Housing 
preferences 
type 


IBA 
IBA's 
appreciation measure 
audience reaction survey 
ICTA 
Idea generation 
Ideal old people's home game 
Image study 
Importance 
factors 
weights 
IMS 
In-store 
display 
information 
Incentives 
Independence of irrelevant alternatives (IIA) 
Industrial marketing research 
Inference making 
Information 
acquisition 
acquisition, sequence 
audit 
communicating 
flow 
load 


Abstract No 


4339 
4397 


4357 
4337 


4430 
4253 
4405 
4373 
4397 
4384 
4369 
4378 


4300 
4315 
4248 
4405 


4258 
4286 
4315 


4337 
4405 
4333 


4285 
4327 


4366 


4360 
4361 
4366 
4339 
4408 
4411 


4251 
4288 
4382 


4395 
4318 
4256 
4291 
4412 
4306 


4314 
4308 
4417 
4422 
4434 
4312 
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Information (continued) 
needs 4417 
overload 4311 
processing 4263, 4289, 4306, 4307, 4318 
production of 4266 
response models 4384 


retrieval 4307, 4363 


search 4303, 4308, 4310 
technology 4415 


use of 4266 
Informative ads 4355 
Informativeness of TV advertising 4355 
Inheritance factor 4361 
Inner London Education Authority 4335 
Innovation 4434 
Innovative 

product 4437 

product concepts 4435 
Innovators 4433 
Instructions 4253 
Intentions 4324 
Interactive gaming process 4337 
International co-ordination 4423 
Interview 

experience 4256 

situational variables 4351 
Interviewer 

Card Scheme 4257 

effect 4250, 4254, 4376 

skills 4255 

training 4258 
Interviewers, effect of new technology on 4267 
Interviewing in developing countries 4425 
Investor 

behaviour 4390 

model 4390 
Involvement learning models 4384 
Israel 

mail surveys in 4252 

supermarkets in 4396 
Item 

marking 4318 


nonresponse 4258, 4264, 4276 
price removal 4318 


Jackknife procedure 4279, 4284, 4286 
Japan, made-in labels study in 4431 
Job skills 4335 
Jogging device 4435 
Joint space 4298 
Journalists, work method of 4422 


Kish's sampling method 4247 
Knowledge use 4420 
Kwerel-geometric distribution model 4378 


L'Institut National de la Consommation 4377 
Labour supply 4313 





Subject Abstract No 


Lager commercials 4357 
Latin America, marketing research in 4428 
Laundry 
detergent data 4311 
soap 4338 
Law cases 4432 
Lawn mower 4397 
Learning goals 4307 
Lease situation 4301 
Legal drug use 4332 
Letter information system 4402 
Levine's procedure 4298 
Liberal/SDP alliance 4422 
Life 
cycle 4327 
insurance 4303 
style 4319, 4322, 4373 
Light readers 4373 
Linear discriminant function 4280 
Linguistic coding 4269 
Linmap 4288 
Lisrel 4326 
Listener perception 4348 
Loaded questions 4261 
Local TV 4362 
Logit 4312 
model 4291 
Longitudinal 
data sets 4329 
panel studies 4321 
research design 4314 
survey 4330 
Lottery study 4290 
Loyalty 4387 
Luce choice model 4290 


Made-in labels 4431 
Magazine 
advertising 4379 
readership 4368 
schedules 4378 
Mail surveys 4246, 4249, 4250, 4251, 4252, 4265 
Manchester Evening News 4374 
MANOVA 4352 
Manpower services commission 4335 
Manufacturing companies, researchers in 4421 
Mapes and Ross on-air system 4358 
Marijuana study 4324 
Market 
research 4414, 4419, 4429 
research agencies 4421 
research executives 4421 
research in Asia 4427 
research in developing countries 4427 
research in Latin America 4428 
research industry 4418 
research information 4420 
Research Society, the 4413 





Subject Abstract No 


Market (continued) 
research, computing in 4268 
research, role of 4410 
researchers 4422 
segmentation 4295, 4319, 4431 
Marketing 
decision making 4417 
management 4418 
research 4417 
research companies 4249 
research, influence of 4417 
research, teaching of 4417 
MDS techniques 4298 
Means-end chain model 4294 
Measurement 
of beliefs 4310 
variables 4351 
Media 
Analyse (MA) 4376 
exposure 4367 
imperatives 4381 
planning 4382 
schedules 4385 
selection 4381 
use study 4253 
Memory 4368 
errors 4260 
Mental health 4321 
Message 
acceptance 4356 
credibility 4436 
Meter measurement 4364 
Metheringham beta binomial distribution model 4378 
Microcomputer 4301 
Microprocessors 4268 
Microwave oven 4397 
Middle 
alternatives 4260 
East, research in 4425 
Minimum allocation sampling 4247 
Minority sub-groups 4247 
Missing data 4287 
Mode 
choice behaviour 4292 
choice modelling 4292 
Moderator, effect of 4339 
Monetary incentive 51, 4252 
Monitor 4320 
Monitoring social change 4321 
Monte Carlo 
sampling experiments 4280 
simulation 4281 
Mood advertising 4387 
Multi 
attribute data 4299 
country research studies 4424 
set homes 4360 
stage snowballing 4255 





Subject 


Multiple 

classification analysis 

factor evaluation 

EASTmailings 

regression 
Multiset ownership 
Multitrait-multimethod matrix 
Multivariance analysis of variance 
Music in advertising 


Narrowcasting 
National 
election study 
longitudinal Surveys 
Readership Survey 
Neff 
Negative exponential distribution model 
Nested model 
Netherlands, beer study in 
New 
brand introductions 
brands 
home economics model 
Orleans, symposium 
product ads 
product design 
product development 
product introduction 
product trial 
technology 
Newspaper 
advertising 
audiences 
readership 
usage 
Nielsen TOPS research service 
No-reputation company 
Non-sampling 
Nonresponse 
bias 
item 
Nonsampling error 
Norway, readership research in 


Obsessive/hysteroid scale 
Office equipment 
Old people study 
OLSDV method 
One sided formats 
Open 
ended questions 
questions 
response data 
Opinion 
leaders 
research 
Oppositional reactivity hypothesis 
Optical mark reading 
Order effect 


4248, 


4258, 


4264, 


Abstract No 


4276, 


4332 
4285 


4334 
4362 
4297 
4436 
4389 


4365 


4258 
4328 
4374 
4247 
4291 
4282 
4295 


4436 
4410 
4313 
4367 
4352 
4434 
4433 
4291 
4350 
4415 


4395 
4372 
4373 
4375 
4394 
4346 
4246 
4277 
4248 
4264 
4246 
4375 


4334 
4268 
4408 
4295 
4263 


4262 
4271 
4270 


4341 
4263 
4392 
4405 
4260 


4251 





Subject Abstract No 


Organisational 
purchase decisions 4412 
structure 4420 
Outdoor advertising 4380 


Panel 
attrition 4330 
data 4316, 4328, 4391 
Panels 4370, 4371 
Path analysis 4420 
Pay TV 4362, 4364 
Peanut butter data 4311 
Pen study 4389 
Perceived consumer effectiveness 4325 
Perceptual mapping 4298, 4386 
Personal interviews 4261 
Personality 4319 
measurement 4334 
Persuasion 4358 
index 4386 
Pharmaceutical marketing research 4430 
Pick-any data 4298 
Picture scaling 4334 
Political 
attitudes 4297 
interest 4331 
knowledge 4331 
polling 4391 
Polling 4391 
behaviour 4392 
Pooling 4295 
Portable sets 4362 
Positioning 4386 
Post 
Office letter market 4402 
Office's Datapost service 4354 
-testing 4357 
Postage effects 4251 
Postcodes 4402 
Poster research 4380 
Posterior probability method 4281 
Posterior/U-method 4281 
Precalls 4250 
Preference 
data 4288 
judgements 4285 
ranking 4286 
Prepared dinners data 4311 
Press 
ads 4353 
readership figures 4370 
Pretest 4261 
Price 4410 
effect on perceptions 4437 
information 4318 
reductions 4395 
Pricing 4316 
Printing firm study 4412 





Subject 


PRIZM system 
Probit model 
Product 
adoption 
assortment decision 
choice task 
class 
complexity 
conspicuousness 
dimension scores 
evaluations 
liability litigation 
life cycle 
preferences 
space 
usage 
Programme choice 
Projective pictures 
Promotion 
Promotions, supermarket 
Prompt aids 
Proportional reasoning 
Protocols 
Psychodrama 
Psychodrawings 
Psychographic segmentation 
Public attitudes to advertising 
Pubs, role of 
Purchase 
incidence 
influence 
intentions 
situations 
timing 
Purchasing departments 


Qualitative 
interviewing 
research 
researchers 

Quantitative researchers 

Question 
effects 
form effects 
format 
open 

Questionnaire design 

Questions 
ambiguous 
closed 
double 
form of 
length of 
loaded 
open 
open-ended 
order 
placement of 
wording of 


4404, 


Abstract No 


4291, 


4409, 


4381 
4292 


4435 
4323 
4290 
4316 
4338 
4338 
4338 
4435 
4432 
4420 
4389 
4319 
4351 
4360 
4393 
4350 
4395 
4367 
4317 
4289 
4393 
4393 
4319 
4342 
4411 


4316 
4412 
4346 
4301 
4434 
4249 


4256 
4425 
4421 
4421 


4260 
4263 
4297 
4271 
4298 


4261 
4260 
4261 
4260 
4260 
4261 
4260 
4262 
4260 
4260 
4260 





Subject 


Race-of-interviewer effect 
Racial issues 
Radio 
commercials 
listenership 
Rail study 
Random 
digit dialling 
vs quota sampling 
Randomised response techniques 
Reach 
Reach/frequency 
Reader loyalty 
Readership 
panels 
research 4367, 4368, 4369, 4370, 
Reading frequency 
Reasoning strategies 
Recall 


data 

interview 

tests 
Recency 
Recent reading 
Recognition 
Recruitment experience 
Reference group influences 
Refrigerator 
Regional 

data 

demand model 

newspapers 
Regression superpopulation model 
Regularity 
Remedial advertising 
Repeat 

purchase patterns 

viewing 
Repetition 
Replication 

studies 

survey 
Reproducibility of survey measurements 
Reputation 
Research, theory of 
Researcher-manager interaction 
Resource allocation 
Respondent 

commitment 

comprehension 

effect 

verbalisations 
Respondents' experience 


4372, 


4306, 


4253, 


4374, 


4307, 


4254, 


4375, 


4318, 


Abstract No 


4263, 


4376, 


#351, 


4254 
4254 


4348 
4298 
4398 


4372 
4391 
4260 
4372 
4382 
4376 


4371 
4377 
4375 
4317 
4353 
4358 
4289 
4273 
4271 
4375 
4368 
4306 
4256 
4338 
4397 


4295 
4295 
4375 
4275 
4290 
4345 
4385 
4385 
4360 
4356 


4321 
4321 
4258 
4346 
4416 
4420 
4313 


4260 
4302 
4250 
4261 
4256 





Subject 


Response 
behaviour 
bias 
data 
error 
patterns 
quality 
quantity 

rate 
rates 


speed 
Restaurant study 
Retail research 
Retention effects of ads 
Retrieval factors 
RIC index of comprehension 
Rice 
Risk perceptions 
Role 

overload 

playing 

reversal 
Rotation effects 


Sales response 
Sample size 
Sampling 

designs 

errors 

methods 
Satellite TV 
Scaling 
Scanner data 
Schedule reach 
Schoolleaver work study 
Scoring frequency data 
SDP 
Search 

behaviour 

theory 
Seat belt usage 
Seconéary readership 
Segment predictor 
Segmentation by usage rate 
Self 

monitoring 

report data 
Semantic differential scales 
Several-population case 
Sex 

differences 

role 

role socialisation 

stereotpe research 
Sexual imagery 
Shampoo 


4249, 4250, 


4251, 


4318, 


Abstract No 


4252, 


4349, 


4250, 
4250, 


4250, 


4321, 
4370, 


4394, 


4282 
4321 
4270 
4260 
4384 
4339 
4339 
4402 
4331 
4371 
4250 
4290 
4419 
4359 
4306 
4302 
4395 
4437 


4326 
4301 
4393 
4367 


4385 
4247 
4402 
4274 
4246 
4247 
4362 
4397 
4394 
4382 
4335 
4280 
4422 


4309 
4310 
4399 
4369 
4278 
4319 


4324 
4392 
4426 
4281 


4332 
4347 
4331 
4347 
4343 
4357 





Subject Abstract No 


Shareholder wealth 

Shelf prices 

Shopping patterns 4309, 
Significance testing 

SIMALTO 

Similarity hypothesis 

Simultaneous multi attribute level trade off 
Single-stage snowballing 

Situational factors 

Snacks in pots 

Snowballing 


4347, 


aspects of viewing 
change 4328, 4329, 
change analysis 
Democratic Party 
desirability bias 
motivation 
roles 
trend data 
Socially conscious consumption 
Societal issues 
Sociological changes 
Soft 
drinks 
Maragine market 
Software developments 
Source 
credibility 
information 
Southeast Asia, research in 
Soviet 
Union, mail survey in 
Union, market research 
Spain 
multi-country studies in 
poster research in 
Spatial representations 
Split 
ballot experiment 
cable tests 
cable TV experiment 
cable TV system 
SPSS 
Standard errors 
Statistical information 
Sternberg's paradigm 
Stimulus based judgements 
Stochastic 
censoring approach 
modelling 
Stock-price maximisation model 
Store 
choice 
site selection 
Stores, location of 
Strategy mix choice 
Subliminal advertising 


4390 
4318 
4396 
4247 
4398 
4290 
4398 
4255 
4351 
4357 
4255 
4395 


4360 
4340 
4320 
4393 
4260 
4330 
4321 
4320 
4325 
4419 
4363 


4298 
4267 
4268 


4301 
4305 
4426 


4265 
4429 


4424 
4380 
4299 


4263 
4385 
4359 
4387 
4280 
4247 
4300 
4306 
4306 


4287 
4283 
4390 


4310 
4279 
4309 
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